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Life’s teaches us through our mistake. 
When you make a mistake, 
simply ask yourself what you were meant to learn from it. 
When we accept such lessons with humility and gratitude, 
we grow that much more. 
 
Book The Things You Can See Only When You Slow Down 
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Oleh: Chrisanty Anggara 
 
Penelitian ini dilatarbelakangi dengan banyaknya interaksi dan komentar di 
akun Instagram @Somethincofficial. Electronic word of mouth dianggap dapat 
mempersuasi persepsi pengguna. Melalui postingan konten di Instagram 
@Somethincofiicial berupa promosi produk, edukasi skincare, review produk 
mendatangkan banyakanya komentar serta tidak luput dari pujian yang diberikan pada 
kolom komentar oleh pengguna. Untuk itu, penelitian ini bertujuan mengetahui 
pengaruh electronic word of mouth terhadap preferensi. Acuan teori yang digunakan 
yaitu social judgment theory, untuk melihat pertimbangan yang diterima dan dapat 
merubah persepsi sehingga menimbulkan latitude of acceptance. Didukung dengan 
konsep electronic word of mouth dan preferensi. Penelitian ini bersifat eksplanatif 
dengan menggunakan metode survei. Populasi adalah followers akun Instagram 
@Somethincofficial, sampel diambil dengan purposive sampling sebanyak 300 
responden. Data dikumpulkan dengan menyebarkan kuisioner secara online, dianalisis 
dengan uji regresi linier sederhana. Hasil uji menunjukkan bahwa terdapat pengaruh 
signifikan variabel electronic word of mouth terhadap preferensi sebesar 15,5%. 
Electronic word of mouth ini bisa menjadi pertimbangan karena seseorang berdasarkan 
ego dan melakukan secara kognitif sehingga berujung pada penerimaan (latitude of 
acceptance). Electronic word of mouth yang terjadi di Instagram @Somethincofficial 
dipicu oleh konten yang disuguhkan pihak Somethinc. Perbincangan diantara 
pengguna meningkat karena dipicu user generated content. 
 





The Impact of Electronic Word of Mouth Somehinc Squad on @Somethincofficial 




By: Chrisanty Anggara 
 
This research is motivated by the many interactions and comments on the 
@Somethincofficial Instagram account. Electronic word of mouth is considered to be 
able to persuade user perceptions. By posting content on Instagram 
@Somethincofiicial in the form of product promotions, skincare education, product 
reviews, they have brought in a lot of comments and did not escape the praise given in 
the comments column by users. For this reason, this study aims to determine the effect 
of electronic word of mouth on preferences. The theoretical reference used is social 
judgment theory, to see the consideration received and can change perceptions so as to 
cause latitude of acceptance. Supported by the concept of electronic word of mouth and 
preference. This research is explanative using the survey method. The population is the 
followers of the @Somethincofficial Instagram account, the sample was taken by 
purposive sampling of 300 respondents. Data were collected by distributing 
questionnaires online, analyzed by simple linear regression test. The test results show 
that there is a significant effect of the electronic word of mouth variable on preferences 
by 15.5%. Electronic word of mouth can be a consideration because someone is based 
on ego and performs cognitively so that it leads to acceptance (latitude of acceptance). 
Electronic word of mouth that occurs on Instagram @Somethincofficial is triggered by 
content served by Somethinc. Conversations among users increases because it is 
triggered by user generated content. 
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